










Consumers	 are	 the	 new	 activists	 in	 the	 fight	 against	 modern	 slavery,	 with	 awareness	
campaigns	 urging	 citizens	 to	 use	 their	 consumer	 power	 to	 demand	 an	 end	 to	 labour	















































market.	 Emma	 Thompson,	 an	 internationally	 acclaimed	 actor	 and	 prominent	 anti‐trafficking	
campaigner,	also	puts	consumers	at	the	centre	of	the	trafficking	problem,	arguing	that:		
	
Much	 as	we	 need	 international	 organizations,	 national	 governments,	 the	 police	
and	courts	to	bring	traffickers	to	justice,	we	must	all	examine	how	we	behave.	The	
solutions	lie	in	all	our	hands.	Businesses	must	ask	searching	questions	about	their	





political	 consumerism	 as	 a	 tool	 to	 combat	 human	 trafficking.	 Non‐Government	 Organisations	
(NGOs)	have	established	campaigns	raising	consumer	awareness	and	urging	consumer	action	to	







This	 consumer‐focused	 approach	 to	 fighting	 trafficking,	 or	 modern	 slavery,	 contributes	 to	 a	
narrative	in	which	consumers	are	cast	as	the	heroes,	while	both	the	cause	of,	and	solution	to,	the	
problem	 of	 trafficking	 is	 located	 within	 the	 marketplace.	 Micheletti	 and	 Stolle	 (2007)	 have	
identified	two	different	types	of	campaigns	aimed	at	changing	consumer	behaviour	in	the	context	
of	 the	 anti‐sweatshop	 movement.	 ‘Episodic	 campaigns’	 are	 said	 to	 be	 focused	 on	 ‘triggering	
consumers	to	take	immediate	action’	in	relation	to	a	particular	issue.	‘Thematic	campaigns’	are	


















Political	 consumerism	 campaigns	 contribute	 to	 building	 a	 public	 narrative	 by	 engaging	 in	 a	
process	of	problem	representation	(Bacchi	2007),	casting	certain	elements	as	problematic,	and	
implying	or	declaring	specific	 solutions.	A	narrative	analysis	of	 the	characterisation	of	 certain	
actors	as	victim,	villain	or	hero	(Jones	and	McBeth	2010:	341)	can	aid	in	understanding	why	some	
behaviours	are	condemned	while	others	are	lauded	as	heroic.	Characterisations	typically	adhere	
to	meta‐narratives	 (Mayer	2014:	86),	 locating	 the	public’s	understanding	of	 trafficking	within	
deeper	cultural	assumptions	about	sex	and	gender,	migration,	and	capitalism.		
	
In	 this	 article,	 I	 examine	 the	 linking	 of	 consumer	 and	 slave	 within	 anti‐trafficking	 activism,	





I	 consider	 some	 of	 the	 implications	 of	 the	 political	 consumerism	 narrative,	 arguing	 that	 the	





















the	 ‘supply’	 side	 is	 decriminalised	 on	 the	 grounds	 of	 protecting	 women	 in	 the	 sex	 industry	
(Skilbrei	 and	 Holmström	 2011:	 480).	 The	 causal	 narrative	 this	 model	 rests	 upon	 fails	 to	





outside	the	sex	 industry.	While	the	characterisation	of	consumers	 in	the	sex	 industry	remains	
heavily	vested	in	a	debate	over	the	legitimacy	of	the	industry	itself,	consumerist	campaigns	in	
other	industries	focus	on	raising	awareness	and	influencing	consumer	choice	in	industries	that	
are	 legal	and	 largely	unquestioned	 in	their	 legitimacy.	Nevertheless	they	are	connected	 in	 the	
trafficking	narrative,	as	sex	trafficking	has	remained	a	feature	of	corporate	social	responsibility	








Harnessing	consumer	power	to	 incentivise	better	 labour	practices	has	a	 long	political	history,	
especially	in	the	context	of	movements	against	slave	labour.	During	the	1790s,	British	consumers	
engaged	 in	 boycotts	 of	 sugar	 produced	 using	 slave	 labour	 while,	 in	 the	 1820s,	 anti‐slavery	
activists	 in	 the	United	States	of	America	 (USA)	established	 ‘free	produce	stores’	 selling	 goods	
produced	by	‘free	labour’	(Glickman	2004:	889‐890).	Since	the	1970s,	political	consumerism	has	
been	resurgent	(Neilson	2010:	214),	becoming	one	of	the	most	common	ways	in	which	citizens	
engage	 in	 political	 action	 (Copeland	 2014:	 172).	 Recent	 anti‐trafficking	 efforts	 centred	 on	





The	 political	 consumerism	 narrative	 works	 from	 the	 assumption	 that	 consumer	 power	 can	
incentivise	 change	 in	 labour	 practices,	 either	 through	 rewarding	 good	 or	 punishing	 bad	
behaviour.	The	power	wielded	by	consumers	 is	 that	of	demand.	The	basic	assumption	 is	 that,	
without	a	demand	for	products	and	a	willingness	to	pay	for	them,	supply	will	diminish.	Within	
this	narrative,	the	consumer	is	the	central	protagonist,	acting	to	influence	the	outcome	of	a	story.	
In	 this	 instance,	 the	 story	 usually	 begins	 by	 relating	 the	 experiences	 of	 victims	 of	 forced	 or	
exploitative	 labour.	However,	 it	 is	the	actions	of	consumers	that	are	the	 fulcrum	on	which	the	
story’s	outcome	will	turn.	In	the	following	section,	I	analyse	the	narrative	constructed	by	three	




Fighting	 labour	 exploitation	 through	 consumer	 action	 is	 evident	 in	 much	 anti‐trafficking	
campaigning	 undertaken	 by	 NGOs.	 Capitalising	 on	 existing	 ‘Fairtrade’	 movements,	 these	
campaigns	aim	to	raise	awareness	of	labour	conditions	for	workers	involved	in	the	production	of	
goods,	 and	 direct	 consumers	 to	 make	 different	 choices	 in	 their	 buying	 behaviours	 to	 either	















consumer	 products	 you	 own	 and	 use.	 Each	 question	 page	 includes	 a	 text	 box	 to	 provide	
information	about	a	specific	element	of	modern	slavery	relevant	to	the	question	being	asked.	For	

















for	 the	 NGO	 ‘Made	 in	 a	 Free	 World’,	 which	 urges	 consumers	 to	 #buybetter	 to	 fight	 human	
trafficking.		
	
Stop	 the	Traffik,	an	NGO	group	with	a	global	presence	and	websites	 in	a	number	of	 countries	
including	 Australia,	 the	 United	 Kingdom	 (UK)	 and	 the	 USA,	 urges	 consumers	 to	 use	 their	
‘powerful	voice’	to	end	exploitation	of	workers	in	several	key	industries.	The	UK	website	focuses	
on	 three	 consumer	 products:	 chocolate,	 tea	 and	 clothing.	 The	 Stop	 the	 Traffik	 campaign	
concerning	 child	 labour	 exploitation	 in	 chocolate	 production	 asks	 individual	 consumers	 to	









industries	 producing	 chocolate,	 tea,	 coffee,	 palm	 oil,	 cotton,	 seafood,	 jewellery	 and	 electronic	




While	 SlaveryFootprint.org	 is	 primarily	 aimed	 at	 raising	 consumer	 awareness	 and	 could	 be	
described	as	a	‘thematic’	campaign,	Stop	the	Traffik	and	World	Vision	Australia	have	targeted	or	
‘episodic’	campaigns	campaigns	to	utilise	consumer	power	to	effect	change	in	labour	conditions	
for	 specific	 products.	All	 three	 campaigns	 contribute	 to	 the	narrative	 of	 trafficking	by	 casting	
consumers	in	a	particular	light.	Consumers	are	first	and	foremost	framed	as	powerful	and	heroic	




A	 political	 consumerism	 approach	 to	 human	 trafficking	 rests	 upon	 the	 assumption	 that	
consumers	 have	 the	 power	 to	 effect	 change.	 In	 trafficking	 narratives,	 victims	 are	 almost	
universally	passive.	They	are	depicted	as	helpless	and	lacking	in	agency	(Andrijasevic	2014).	The	
active	characters	in	the	narrative	are	those	who	can	change	the	status	quo:	they	are	villains	or	





















All	 three	 of	 the	 campaigns	 position	 consumers	 as	 powerful	 to	 act	 because	 they	 are	 the	 end‐
consumer	of	goods	being	produced	under	exploitative	conditions.	The	framing	of	consumers	as	






This	 campaign	 approach,	best	described	 as	 an	 ‘informational	model’	 (Barnett	 et	 al.	 2005:	42)	
offers	consumers	their	first	opportunity	to	act	heroically	without	needing	to	take	any	action	at	
all.	Justin	Dillon,	founder	of	Slavery	Footprint,	best	summed	up	the	awareness‐raising	component	









Both	 organisations’	 chocolate	 campaigns	 also	 provide	 the	 impetus	 and	 encouragement	 for	 a	






supermarket	 chain	 Sainsbury’s	 for	 failing	 to	 make	 a	 commitment	 to	 stock	 ethically	 sourced	










orientation’	 to	 incentivise	 and	 reward	 businesses	 for	 behaving	 in	 a	 more	 desirable	 manner	
(Copeland	2014;	Neilson	2010).	The	role	of	consumers	in	both	actions	is	consistently	heroic.	They	



















make	 that	 determination.	 Rather,	 the	 implication	 is	 that,	 at	 worst,	 consumers	 who	 do	 not	
currently	make	ethical	choices	are	uninformed	bystanders,	but	certainly	not	villains.		
	




many	ways	we	 could	be	 supporting	 and	 furthering	 the	use	of	 forced,	 child	 and	
trafficked	labour	without	even	knowing	it.	Fortunately,	there	are	plenty	of	ethical	
alternatives.	 As	 a	 consumer,	 you	 can	 help	 end	 exploitation	 through	 your	
consumption,	choices	and	voice.	(World	Vision	Australia	2017)		
	
The	 declared	 ignorance	 of	 consumers	 acts	 as	 a	 discursive	 shield	 against	 culpability,	which	 is	
reflected	 several	 times	 in	 the	 campaign	 materials.	 SlaveryFootprint.org	 operates	 on	 the	
assumption	that	consumers	have	no	 idea	about	 the	origins	of	 their	consumer	goods,	and	thus	




















The	 lack	of	 knowledge	on	 the	part	of	 retailers	also	 serves	 to	 shield	 them	 from	responsibility;	




may	 be	 the	 beneficiary	 of	 labour	 exploitation,	 but	 they	 are	 certainly	 not	 cast	 as	 the	 villains	









Political	 consumerism	strategies	 implore	 consumers	 to	 exert	pressure	on	 the	next	 link	 in	 the	
chain,	 the	 retailer,	 who	 in	 turn	 is	 expected	 to	 pressure	 the	 wholesaler	 and,	 ultimately,	 the	
producer	to	end	exploitative	labour	practices.	It	could	be	assumed,	therefore,	that	corporations	
profiting	 from	the	sale	of	 items	produced	using	 forced	 labour	are	the	villains	 in	the	narrative.	
NGOs	have	led	the	charge	in	urging	businesses	to	end	exploitative	practices,	with	the	Stop	the	





















Corporations	 are	 put	 into	 the	 frame	 as	 both	 potential	 hero	 and	 potential	 villain	 in	 the	 NGO	
campaign	materials.	Stop	the	Traffik	declares	that	‘We	know	brands	and	retailers	will	only	listen	
and	change	when	we	join	together	with	our	collective	voices	and	take	action’	(Stop	the	Traffik	







a	 ‘Traffik	 Free	 Easter’	 campaign	 by	 encouraging	 supporters	 to	 send	 emails	 or	 postcards	 to	
supermarkets	asking	them	to	stock	Easter	products	made	with	certified	cocoa.	They	indicate	that,	
‘Unfortunately	 Sainsbury’s	was	 unable	 to	make	 a	 commitment	 to	 stocking	more	 certified	 fair	
trade	 Easter	 products	 for	 2016,	 however,	 Tesco	 has	 announced	 that	 all	 of	 their	 own	 brand	
chocolate	 Easter	 eggs	 sold	 this	 year	 have	 been	 made	 with	 certified	 cocoa’	 (Stop	 the	 Traffik	
2017b).	
	
World	Vision	Australia	 takes	a	more	condemnatory	 tone	when	discussing	businesses.	 In	 their	







If	 companies	 do	 not	 respond	 to	 your	 enquiries	 or	 make	 statements	 that	 you	
reasonably	believe	are	misleading	or	deceptive,	tell	regulators	like	the	Australian	







The	 punishing	 action	 of	 consumers	 in	 a	 boycott	 stance	 does,	 however,	 disrupt	 the	 hero	
characterisation	of	corporations.	In	this	framing,	the	consumer	is	acting	as	the	hero	against	the	
villainous	corporation,	which	is	positioned	as	failing	to	act	heroically	unless	the	consumer	forces	
them	 to	 do	 so.	 This	 is	 distinct	 from	 the	 framing	 of	 the	 buycott	 stance	 in	 which	 the	 heroic	
corporation	 receives	 a	 reward	 from	 consumers	 for	 behaving	 ethically.	 In	 this	 narrative,	
corporations	are	not	necessarily	accused	of	being	directly	responsible	for	slavery,	but	of	failing	
to	act	unless	forced	to	do	so	by	consumers.	They	are	both	hero,	to	be	rewarded	by	buycott,	and	







urged	 to	 address	 labour	 exploitation.	 In	 recent	 years,	 the	 role	 of	 legitimate	 corporations	 in	




curtail	 the	 trafficking	activities	of	 criminal	gangs	and	organised	crime	groups,	while	 failing	 to	
‘capture	 otherwise	 legitimate	 corporate	 organizations	 that	 benefit	 from	 trafficker	 labor’	







prevent	 exploitation	 in	 the	agricultural	 industry	 (Dryhurst	2013:	644).	Recent	 anti‐trafficking	
legislation	 adopted	 in	 the	 UK	 also	 places	 increased	 emphasis	 on	 the	 role	 of	 corporations	 in	
trafficking	prevention	efforts.	The	Modern	Slavery	Act	2015	includes	a	requirement	for	businesses	
operating	in	the	UK	with	an	annual	turnover	of	more	than	£36	million	to	provide	a	report	on	their	
efforts	 to	 improve	 transparency	 in	 supply	 chains.	 At	 the	 time	 of	 writing,	 the	 UK	 legislation	
reporting	 requirements	 were	 being	 considered	 for	 adoption	 in	 Australia,	 through	 a	 Federal	
Parliamentary	Inquiry	(Parliament	of	Australia	2017).		
	
On	 face	value,	 the	Modern	Slavery	Act	2015	 seemingly	establishes	an	 important	principle	 that	
corporations	can	clearly	be	responsible	for	trafficking,	and	have	a	role	to	play	in	the	prevention	
of	 human	 trafficking.	 However,	 the	 legislation	 is	 largely	 symbolic	 and	 certainly	 not	
condemnatory.	 First,	 the	 legislation	 actually	 demands	 little	 of	 corporations.	 Their	 obligation	
under	the	law	is	merely	to	report	on	what	efforts	have	been	made	to	identify	and	address	labour	
exploitation	in	supply	chains.	This	means	that	a	corporation	could,	in	fact,	do	nothing	to	address	











…	 the	 government	 envisages	 that	 consumers,	 investors	 and	 NGOs	will	 need	 to	
engage	 and/or	 apply	 pressure	 where	 they	 believe	 a	 business	 has	 not	 taken	


















to	 ‘report’	 on	 efforts	 to	 scrutinise	 supply	 chains.	 These	 measures	 are	 encouraging	 and	







use	 their	 position	 in	 the	 chain	 of	 trafficking	 to	 exert	 influence	 to	 end	 modern	 slavery	 is	 an	
empowering,	though	problematic,	narrative.	I	now	turn	to	a	contemplation	of	the	implications	of	
this	 narrative,	 arguing	 that	 political	 consumerist	 strategies	 may	 absolve	 consumers	 of	
responsibility	 and	 entrench	 a	 simplistic	 market‐based	 solution	 to	 a	 more	 complex	 problem.	






and	 initiatives	 that	 invoke	 the	 supply	 chain	 concept	 may	 go	 some	 way	 to	 demonstrating	
complexity	in	the	process,	though	they	are	still	primarily	aimed	at	illustrating	the	relationship	
between	 the	 exploited	 producer	 and	 the	 end‐consumer.	 These	 campaigns	 are	 clearly	 well	
intentioned	 in	 attempting	 to	 show	 just	 how	 close	 consumers	 are	 to	 the	 trafficking	 problem.	
However,	a	possible	effect	of	this	approach	is	to	actually	distance	consumers	from	the	problem.	
The	‘supply	chain’	concept	locates	the	problem	of	trafficking	as	several	steps,	or	links,	in	the	chain	













power	 to	 demand	 better	 standards.	 But	 the	 linear	 supply	 chain	 clearly	 demonstrates	 that	
consumers	 are	 only	 really	 empowered	 to	 demand	 better	 standards	 from	 the	 businesses	 that	
supply	them	at	the	retail	end	of	the	market.	The	assumption	is	that	those	businesses	will	then	
pass	that	demand	down	the	supply	chain;	however,	the	chain‐link	framing	actually	emphasises	




Australian	businesses	may	encounter	 forced	or	 child	 labour	 in	many	aspects	of	
their	 business,	 such	 as	 when	 suppliers	 or	 sub‐contractors	 use	 forced	 or	 child	
labour	 to	make	products	 that	 the	 business	 then	 uses	 or	 sells	 on	 to	 consumers.	
Businesses	may	also	encounter	 forced	or	 child	 labour	 if	 staff	 are	overseen	by	a	
third	 party,	 such	 as	 labour	 brokers,	 and	 they	 cannot	 fully	 assess	 whether	 the	
conditions	 of	 employment	 meet	 minimum	 labour	 standards.	 (World	 Vision	
Australia	2012:	1)		
	






A	 further	potential	consequence	may	be	a	 resurgence	 in	 ‘buy	 local’	campaigns.	Because	of	 the	
asserted	difficulties	in	scrutinising	every	aspect	of	the	supply	chain,	consumers	may	assume	that	
buying	 local	 is	 better.	 However,	 this	 is	 premised	 on	 the	 assumption	 that	 local	 industries	 in	
countries	of	the	Global	North	are	exploitation	free,	which	is	certainly	not	the	case.	Meanwhile,	the	
implication	remains	that	exporters	in	the	Global	South	are	slavers	and	abusers,	and	thus	the	ones	





In	 the	 political	 consumerist	 construction,	 power	 in	 the	 supply	 chain	 can	 only	 be	 exerted	
downwards,	 meaning	 that	 changing	 consumer	 demand	 for	 goods	 produced	 without	 labour	























thematic	 campaigns,	 yet	 both	 work	 within	 the	 bounds	 of	 the	 current	 marketplace	 and	
consumerist	culture.		
	












The	pro‐consumerist	 approach	 to	 activism	 is	 particularly	 exemplified	 through	 the	 creation	of	
Shopnate.com.au	 in	 Australia,	 where	 consumers	 can	 ‘Donate	 to	 charity	 for	 free.	 Simply	 by	
shopping	online’	(Shopnate	2017).	This	approach	is	not	specifically	an	anti‐trafficking	strategy,	








anti‐consumerist	 agenda	 adopted	 as	 a	means	 through	which	 to	 effect	 social	 change	 (Bramall	
2011).	 There	 is	 certainly	 potential	 for	 an	 anti‐consumerist	 approach	 to	 work	 alongside	 the	
existing	efforts	of	 consumer	awareness	 campaigns.	 For	 instance,	 the	 Stop	 the	Traffik	 (2017d)	
fashion	campaign	suggests	that	supporters	could	hold	a	clothes	swapping	event	with	friends.	The	


















choices.	The	casting	of	 consumers	as	heroes,	and	 the	emphasis	on	either	buying	 ‘slavery	 free’	
products,	 or	 boycotting	 products	 where	 labour	 exploitation	 may	 have	 been	 involved,	
undoubtedly	 puts	 consumers	 at	 the	 centre	 of	 the	 narrative.	 They	 are	 the	 hero	 protagonists,	
fighting	 to	 change	 the	world	 through	 their	 consumer	 choices.	 However,	most	 anti‐trafficking	
consumer	 campaigns	 attempt	 to	 motivate	 this	 change	 by	 drawing	 attention	 to	 the	 plight	 of	


















The	 trend	 towards	 ethical	 consumerism	 as	 a	 tactic	 in	 the	 fight	 against	 modern	 slavery	 is	
increasingly	 embraced	as	 a	marketing	 strategy,	with	 several	products	 and	brands	advertising	
themselves	as	either	‘slavery	free’	or	sourcing	fair	trade	produce	(Page	2017).	This	action	is,	of	

































3	 For	 critiques	 of	 the	 Nordic	 Model,	 see	 Sanders	 and	 Campbell	 (2014:	 539)	 and	 the	 special	 issue	 of	
Criminology	and	Criminal	Justice	Volume	14,	Issue	5	on	‘The	Governance	of	Commercial	Sex:	Global	Trends	
of	Criminalisation,	Punitive	Enforcement,	Protection	and	Rights’	
	
	
	
References	
Akee	R,	Basu	AK,	Bedi	A	and	Chau	N	(2014)	Transnational	trafficking,	law	enforcement,	and	
victim	protection:	A	middleman	trafficker’s	perspective.	The	Journal	of	Law	and	Economics	
57(2):	349‐386.	DOI:	10.1086/675404.	
Andrijasevic	R	(2014)	The	figure	of	the	trafficked	victim:	Gender,	rights	and	representation.	In	
Evans	M,	Hemmings	C,	Henry	M,	Johnstone	H,	Madhok	S,	Plomien	A	and	Wearing	S	(eds)	The	
SAGE	Handbook	of	Feminist	Theory:	359‐373.	London:	SAGE.	
Audeyev	S,	Carroll	M	and	Davis	E	(2017)	Australia	to	consider	a	Modern	Slavery	Act.	King	and	
Wood	Mallesons,	10	April.	Available	at	
http://www.kwm.com/en/au/knowledge/insights/modern‐slavery‐act‐uk‐australia‐
reporting‐requirements‐20170410	(accessed	18	June	2018).		
Bacchi	C	(2007)	The	ethics	of	problem	representation:	Widening	the	scope	of	ethical	debate.	
Policy	and	Society	26(3):	5‐20.	DOI:	10.1016/S1449‐4035(07)70112‐1.		
Barnett	C,	Littler	J	and	Soper	K	(2005)	Consumers:	Agents	of	change?	Soundings	31:	147‐160.	
Bernstein	E	(2016)	Redemptive	capitalism	and	sexual	investability.	In	Orloff	AS,	Ray	R	and	Savci	
E	(eds)	Perverse	Politics?	Feminism,	Anti‐Imperialism,	Multiciplicity:	45‐80.	Bingley,	UK:	
Emerald	Group	Publishing	
Bramall	R	(2011)	Dig	for	victory!	Anti‐consumerism,	austerity	and	new	historical	subjectivities.	
Subjectivity	4(1):	68‐86.	DOI:	10.1057/sub.2010.27.		
Chapkis	W	(2003)	Trafficking,	migration	and	the	law:	Protecting	innocents,	punishing	
immigrants.	Gender	and	Society	17(6):	923‐937.	DOI:	10.1177/0891243203257477.		
CNN	(2014)	Interview	with	Made	in	a	Free	World	Founder	Justin	Dillon.	CNN:	Business	of	
Modern	Day	Slavery,	20	June.	Available	at	https://vimeo.com/108604224.		
Cook	I,	Evans	J,	Griffiths	H,	Morris	R	and	Wrathmell	S	(2007)	‘It’s	more	than	just	what	it	is’:	
Defetishising	commodities,	expanding	fields,	mobilising	change.	Geoforum	38:	1113‐1126.	
DOI:	10.1016/j.geoforum.2006.08.015.		
Copeland	L	(2014)	Conceptualizing	political	consumerism:	How	citizenship	norms	differentiate	
boycotting	from	boycotting.	Political	Studies	62(S1):	172‐186.	DOI:	10.1111/1467‐
9248.12067.		
Crane	A,	LeBaron	G,	Allain	J	and	Behbahani	L	(2017)	Governance	gaps	in	eradicating	forced	
labor:	From	global	to	domestic	supply	chains.	Regulation	and	Governance,	6	September:	1‐21.	
DOI:	10.1111/rego.12162.	
Dryhurst	K	(2013)	Liability	up	the	supply	chain:	Corporate	accountability	for	labor	trafficking.	
New	York	University	Journal	of	International	Law	and	Politics	45(2):	641‐676.	
Glickman	LB	(2004)	‘Buy	for	the	sake	of	the	slave’:	Abolitionism	and	the	origins	of	American	
consumer	activism.	American	Quarterly	56(4):	889‐912.	DOI:	10.1353/aq.2004.0056.		
Jahic	G	and	Finckenauer	JO	(2005)	Representations	and	misrepresentations	of	human	
trafficking.	Trends	in	Organized	Crime	8(3):	24‐40.	DOI:	10.1007/s12117‐005‐1035‐7.		
Jones	MD	and	McBeth	MK	(2010)	A	narrative	policy	framework:	Clear	enough	to	be	wrong?	
Policy	Studies	Journal	38(2):	329‐353.	DOI:	10.1111/j.1541‐0072.2010.00364.x.	
Kempadoo	K	(2015)	The	modern‐day	white	(wo)man’s	burden:	Trends	in	anti‐trafficking	and	
anti‐slavery	campaigns.	Journal	of	Human	Trafficking	1(1):	8‐20.		
Erin	O’Brien:	Human	Trafficking	and	Heroic	Consumerism	
IJCJ&SD								65	
Online	version	via	www.crimejusticejournal.com	 	 ©	2018	7(4)	
Latham	and	Watkins	Litigation	Practice	(2015)	The	Modern	Slavery	Act	2015:	Transparency	
reporting	provisions.	Client	Alert	Commentary,	12	November.	Available	at	
https://m.lw.com/thoughtLeadership/lw‐uk‐modern‐slavery‐act	
McCormack	U	and	Nelson	J	(2016)	UK	Modern	Slavery	Act—seven	things	businesses	in	Asia	
need	to	know.	King	&	Wood	Mallesons,	Insights,	20	January.	Available	at	
http://www.kwm.com/en/hk/knowledge/insights/uk‐modern‐slavery‐act‐seven‐things‐
businesses‐in‐asia‐need‐to‐know‐20160120	(accessed	18	June	2017).	.		
Made	in	a	Free	World	(2016)	Available	at	www.madeinafreeworld.com	(accessed	29	November	
2016).		
Mayer	FW	(2014)	Narrative	Politics:	Stories	and	Collective	Action.	New	York:	Oxford	University	
Press.	
Micheletti	M	and	Stolle	D	(2007)	Mobilizing	consumers	to	take	responsibility	for	global	social	
justice.	The	ANNALS	of	the	American	Academy	of	Political	and	Social	Science	611(May):	157‐
175.	
Neilson	LA	(2010)	Boycott	or	buycott?	Understanding	political	consumerism.	Journal	of	
Consumer	Behaviour	9(3):	214‐227.	DOI:	10.1002/cb.313.		
Newsweek	(2008)	Emma	Thompson	on	human	trafficking.	Newsweek,	8	March.	Available	at	
http://www.newsweek.com/emma‐thompson‐human‐trafficking‐84043.	
O’	Brien	E	(2011)	Fuelling	traffic:	Abolitionist	claims	of	a	causal	nexus	between	legalized	
prostitution	and	trafficking.	Crime,	Law	and	Social	Change	56(5):	547‐565.	DOI:	
10.1007/s10611‐011‐9334‐1.		
O’Brien	E	(2013)	Ideal	victims	in	trafficking	awareness	campaigns.	Carrington	K,	Ball	M,	O’Brien	
E	and	Tauri	J	(eds)	In	Crime,	Justice	and	Social	Democracy:	International	Perspectives:	315‐
326.	London:	Palgrave	Macmillan.	
O’Connell	Davidson	J	(2016)	‘Things’	are	not	what	they	seem:	On	persons,	things,	slaves,	and	the	
new	abolitionist	movement.	Current	Legal	Problems	69(1):	227‐257.	DOI:	
10.1093/clp/cuw008.		
Office	of	the	United	Nations	High	Commissioner	for	Human	Rights	(2000)	United	Nations	
Protocol	on	Trafficking	in	Persons,	Especially	Women	and	Children.	United	Nations	
Organisation	on	Drugs	and	Crime.	Available	at	
http://www.ohchr.org/EN/ProfessionalInterest/Pages/ProtocolTraffickingInPersons.aspx	
(accessed	20	March	2017).	
Page	A	(2017)	‘How	many	slaves	work	for	you?’	Race,	new	media,	and	neoliberal	consumer	
activism.	Journal	of	Consumer	Culture	17(1):	46‐61.	DOI:	10.1177/1469540514553716.		
Robins	JE	(2012)	Slave	cocoa	and	red	rubber:	E.D.	Morel	and	the	problem	of	ethical	
consumption.	Comparative	Studies	in	Society	and	History	54(3):	592‐611.	DOI:	
10.1017/S0010417512000242.	
Sanders	T	and	Campbell	R	(2014)	Criminalization,	protection	and	rights:	Global	tensions	in	the	
governance	of	commercial	sex.	Criminology	&	Criminal	Justice	14(5):	535‐548.	DOI:	
10.1177/1748895814543536.	
Shopnate	(2017)	Available	at	https://www.shopnate.com.au/	(accessed	23	July	2017).		
Skilbrei	ML	and	C	Holmström	(2011)	Is	there	a	Nordic	prostitution	regime?	Crime	and	Justice	
40(1):	479‐517.	DOI:	10.1086/659841.	
Slavery	Footprint	(2017)	Slavery	Footprint	–	Made	in	a	Free	World.	Available	at	
slaveryfootprint.org	(accessed	20	July	2017).		
Stolle	D,	Hooghe	M	and	Micheletti	M	(2005)	Politics	in	the	supermarket:	Political	consumerism	
as	a	form	of	political	participation.	International	Political	Science	Review	26(3):	245‐269.	DOI:	
10.1177/0192512105053784.		
Erin	O’Brien:	Human	Trafficking	and	Heroic	Consumerism	
IJCJ&SD								66	
Online	version	via	www.crimejusticejournal.com	 	 ©	2018	7(4)	
Stop	the	Traffik	UK	(2017a)	Stop	the	Traffik	UK	Chocolate	Campaign:	What	You	Can	Do.	Available	
at	http://www.stopthetraffik.org/uk/page/chocolate‐what‐you‐can‐do	(accessed	23	July	
2017).		
Stop	the	Traffik	UK	(2017b).	Stop	the	Traffik	UK	Easter	Campaign.	Available	at	
http://www.stopthetraffik.org/uk/page/easter‐campaign	(accessed	23	July	2017).		
Stop	the	Traffik	UK	(2017c)	Stop	the	Traffik	UK	Fashion	Campaign.	Available	at	
http://www.stopthetraffik.org/uk/page/fashion‐campaign	(accessed	at	23	July	2017).		
Stop	the	Traffik	UK	(2017d)	Stop	the	Traffik	UK	Fashion	Campaign:	What	You	Can	Do.	Available	
at:	http://www.stopthetraffik.org/uk/page/fashion‐campaign‐‐‐what‐you‐can‐do	(accessed	
23	July	2017).		
Parliament	of	Australia	(2017)	Inquiry	into	establishing	a	Modern	Slavery	Act	in	Australia.	Joint	
Standing	Committee	on	Foreign	Affairs,	Defence	and	Trade.	Available	at	
http://www.aph.gov.au/Parliamentary_Business/Committees/Joint/Foreign_Affairs_Defenc
e_and_Trade/ModernSlavery	(accessed	21	February	2018).	
World	Vision	Australia	(2012)	Forced	and	child	labour	is	everyone’s	business.	Don’t	Trade	Lives	
Factsheet.	Available	at	https://www.worldvision.com.au/docs/default‐source/buy‐ethical‐
fact‐sheets/forced‐and‐child‐labour‐is‐everyones‐business‐fact‐sheet.pdf?sfvrsn=2.		
World	Vision	Australia	(2017)	Buy	Ethical,	End	Exploitation.	Available	at	
https://www.worldvision.com.au/buy‐ethical‐end‐exploitation	(accessed	23	July	2017).		
	
